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ABSTRACT 

The volunteering rates of young adults are the highest of any previous generation. Toncar, et al. (2006) suggest 
that the increased volunteering activity may arise from the increased integration of service-learning initiatives into 
collegiate classrooms, specifically that the benefits students perceive from their service-learning activities influence 
their subsequent motivations to volunteer. Hence, the following hypothesis is tested: A positive relationship exists 
between the benefits individuals perceive that they receive from participating in service-learning activities and their 
motivations to volunteer. The results support the hypothesis, indicating that service learning viewed as beneficial by 
students may lead to increased motivations to volunteer. 

INTRODUCTION 

Volunteering is an essential activity in society. It is a 
key channel through which individuals lend assistance to 
others, particularly the disadvantaged. Indeed, volunteers 
provide the foundation for numerous social and commu
nity programs by supplementing or complementing the 
activities of the paid staff (if any) of nonprofit organiza
tions (Tomkovick et al. 2008). Without the availability of 
volunteers, many of the programs provided by nonprofit 
organizations would cease (Wilcox et al. 2003).

 When examining volunteers, young adults (mem
bers of Generation Y) seem to warrant particular atten
tion. Young adults volunteer at higher rates than any other 
generation in U.S. history (Wright 2000). Nucifora (2001), 
for instance, notes that nearly everyone in this age cohort 
view helping people as somewhat or very important. 
Nucifora (2001) also notes that half of the individuals in 
this age cohort are actively involved in volunteering. 
Furthermore, Fegenbush (2001) observed that volunteer
ing by young adults increased by 12 percent during the 
1990s and Farrell (2006) and Haski-Leventhal et al. 
(2008) note continuing increases in the volunteering 
activities of individuals in this age group during the 
2000s. 

Toncar, et al. (2006) suggest that the increased 
volunteering activity may be in part due an outgrowth of 
the increased integration of service-learning initiatives 
into the classroom, particularly at the collegiate level. 
Although service-learning initiatives provide students 
with an opportunity to apply their classroom learning to 
real-life situations, they also provide an opportunity for 
students to make a difference in their communities. This 
experience personally introduces students to the needs in 
their community and provides them with a taste of the 
benefits of helping the less-advantaged. Toncar et al. 

(2006) examined the benefits which students perceive 
they receive from participating in service-learning 
experiences. These benefits, however, have not been 
related to students’ motivations for volunteering. The 
focus of this study is to address this issue – can the benefits 
marketing students perceive they receive from service 
learning affect their motivations to volunteer? In other 
words, can a facet of students’ education affect their 
motivations to lend aid to society and to their community? 
First, service learning as a pedagogy and its perceived 
benefits to students will be explored. Second, volunteering 
and the motivations of individuals to volunteer will be 
examined. Third, the benefits students perceive from 
service learning are related to their motivations to volunteer. 
Finally, conclusions are drawn. 

SERVICE LEARNING 

Traditionally, the primary goal of education has been 
the successful conveyance of information to students – 
students were viewed as vessels to fill with knowledge 
(Freire 1998). Recently, several have questioned whether 
traditional pedagogical methods, such as lecture, are truly 
beneficial to students’ education (e.g., Bringle and Hatcher 
2003). Guyton (2000), for instance, views traditional 
pedagogical methods as being responsible for turning 
students into passive underachievers and Bransford and 
Nye (1989) speak of an “inert knowledge problem” – a 
situation where students possess a significant amount of 
knowledge but are unable to apply the knowledge to real 
world problems or to make the transition from memory to 
action. Consequently, many in higher education are calling 
for widespread changes in classroom pedagogy (e.g., 
Jacoby 1996). 

Similarly, growing criticism has been developing 
over the nature of business education by business 
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practitioners and by AACSB, the primary accrediting 
body of collegiate schools of business. Candy and Crebert 
(1991), for instance, state that although recent business 
graduates are full of information and theories, they are 
generally not prepared to solve problems and make 
decisions. Farazmand, Green, and Miller (2010) draw 
similar conclusions. It is believed that this shortcoming 
arises from a perceived growing disconnect between the 
abstract and theoretical bias of business schools and the 
dynamic practical business environment (Angelidis, 
Tomic, and Ibrahim 2004). 

Service learning has been suggested as an alternative 
pedagogy to directly address several of the apparent 
shortcomings of business education (Kenworthy-U’Ren 
2008). Service learning provides a means through which 
students can get involved with their education – students 
are not just passive observers in their education, but are 
active doers (Munter 2002). This pedagogy often forces 
students to examine cross-disciplinary problems, requiring 
them to utilize the skills and information gained in their 
various business courses and apply them in an integrative 
manner to address the projects facing them. Furthermore, 
service learning bridges the oft-underemphasized gap 
between theory and practice. 

Although service learning has a long history, only 
relatively recently has it become widely accepted at many 
colleges and universities. Indeed, the incorporation of 
service learning into the education process has grown at 
an astounding rate during the past 15 years (Bringle, 
Phillips, and Hudson 2004). While definitive statistics are 
not available, it is interesting to note that over 1,100 
colleges and universities are members of the Campus 
Compact (www.campuscompact.org), a national organi
zation formed to support and encourage the integration of 
service learning into collegiate education. 

Although service learning is now widely discussed 
on many college and university campuses, significant 
confusion still exists in the answer to the question “What 
is service learning?” Service learning is not a form of 
forced volunteerism nor is it merely getting students 
involved in projects outside of the classroom (Chupp and 
Joseph 2010). Instead, service learning is an “educational 
methodology which combines community service with 
explicit academic learning objectives, preparation for 
community service, and deliberate reflection. Students 
participating in service learning provide direct and indi
rect community service as part of their academic course
work, learn about and reflect upon the community context 
in which service is provided, and develop an understand
ing of the connection between the service and their aca
demic work” (Gelmon et al. 2001, p. v). More concisely, 
service learning is “a pedagogical process whereby stu
dents participate in course-relevant community service to 
enhance their learning experience” (Petkus 2000, p. 64). 
The requirement that service learning is a part of a credit-

bearing course is also frequently mentioned (Johnson 
2000). Consequently, with service learning, students’ 
education is at the core – service learning directly con
nects traditional curricula with concern for one’s commu
nity (Kaye 2004). 

Arguably, service learning is more than merely a type 
of pedagogy – some view it to be a philosophy of educa
tion (e.g., Jacoby 1996). “As a philosophy of education, 
service learning reflects the belief the education must be 
linked to social responsibility and that the most effective 
service learning is active and connected to experience in 
some meaningful way” (Giles, Honnet, and Migliore 
1991, p. 7). Many (e.g., Fertman 1994) suggest that 
service learning has its origins in the philosophy of John 
Dewey (1941) who advocated experiential and citizen
ship based education. 

Service learning experiences directly benefit the 
community and students involved. Eyler et al. (2001), for 
instance, observed favorable or neutral outcomes for 
students, community, college or university for 132 of 135 
studies on service learning reviewed. Although under
privileged individuals, society, etc. benefit from service-
learning activities, they are not the primary target of 
service-learning activities – as a pedagogy or a philoso
phy of education, the primary target of service learning is 
education (Ver Beek 2002). Hence, the benefits provided 
by service learning to students appear to be the appropri
ate target of attention. 

Several have identified some of the benefits that 
engaging in service learning may provide to students. 
Kupiec (1993), for instance, suggests that service learning 
produces three primary benefits: more effective learning, 
more effective service, and more effective integration of 
university and community. Zlotkowski (1996) observed 
that service learning can build technical skills and soft 
skills such as effective teamwork, cross-functional flexi
bility, interpersonal and communication skills, and multi
cultural sensitivity. Moreover, service learning is viewed 
to allow students to transcend the limitations imposed by 
course structures, resulting in the ability to gain a deeper 
understanding of course material and to become more 
able to see and comprehend the linkages and commonal
ities between various areas (Bhaget and Ahmed 2000). 
Rama et al. (2000) suggest that involvement in service 
learning will motivate students to work harder, provide 
opportunities to build context for classroom learning, and 
afford opportunities to encounter and work with individ
uals with diverse backgrounds. Kaye (2004) believes that 
service learning can be defined in part by the benefits that 
it provides students. Specifically, by engaging in service 
learning, Kaye states that students will “apply academic, 
social and personal skills to improve the community; 
make decisions that have real, not hypothetical results; 
grow as individuals, gain respect for peers, and increase 
civic participation; experience success no matter what 
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their ability level; gain a deeper understanding of them
selves, their community, and society; and develop as 
leaders who take initiative, solve problems, work as a 
team, and demonstrate their abilities while and through 
helping others” (2004, p. 7). 

Although many suggest that service learning pro
duces a number of important benefits for students, is there 
empirical evidence which attest to these benefits? Assess
ment is required to answer this question (Bringle and 
Hatcher 2000). The benefits provided to students by 
service learning to students, however, is not something 
that can be easily assessed. The variety of activities 
regarded as service learning, for instance, makes assess
ment problematic since each application of service learn
ing may present students with a unique experience (Raman 
and Pashupati 2002). 

Although such study is in its infancy (Chupp and 
Joseph 2010), several have attempted to empirically 
examine the benefits students receive by participating in 
service-learning opportunities. McCarthy and Tucker 
(1999), for instance, observed that students’ problem-
solving and leadership skills are enhanced through 
involvement in service learning. Similarly, service learning 
has been shown to positively affect complexity of thinking 
of students (Batchelder and Root 1994). Service learning 
also appears to improve content learning (Bhagat and 
Ahmed 2000). Moreover, Eyler and Giles (1999) report 
that service learning leads to increased personal 
development, social responsibility, interpersonal skills, 
tolerance, learning, and application of learning. Astin and 
Sax (1998) report that service learning is also linked to 
increased gradepoint average, retention, degree comple
tion, civic responsibility, and life skills. Conway, Amel, 
and Gerwien (2009) observed similar findings in a meta
analysis of existing research. In addition, students report 
greater satisfaction with service-learning courses, the 
instructor, reading assignments, and grades (Berson and 
Younkin 1998). 

Toncar et al. (2006) comprehensively examined the 
issue of the benefits students perceive that they receive 
from participating in service learning. They identified 
four underlying dimensions or benefits: critical thinking 
and application skills (practical skills), ability to commu
nicate and work with others (interpersonal skills), social 
responsibility and making a difference (citizenship), and 
trustworthiness and sensitivity to the needs of others 
(personal responsibility). 

VOLUNTEERING 

Although service learning is not synonymous with 
volunteering, it often involves volunteering activity. Vol
unteers are individuals who give their time to help others 
without expecting compensation. Specifically, “volun
teers (a) often seek out opportunities to help others; (b) 
may deliberate for considerable amounts of time about 

whether to volunteer, the extent of their involvement, and 
the degree to which particular activities fit with their own 
personal needs; and (c) may make a commitment to an 
ongoing helping relationship that may extend over a 
considerable period of time and that may entail consider
able personal costs of time, energy, and opportunity” 
(Clary et al. 1998, p. 1517). The importance of volunteers 
to society is difficult to overestimate. As discussed earlier, 
volunteers provide much of the work at many human-
service agencies and nonprofit organizations. Many orga
nizations that depend on volunteers to deliver services, 
however, are finding that they are limited in the services 
that they can provide due to an insufficient number of 
volunteers (Allison, Okun, and Dutridge 2002). Recruit
ing and retaining volunteers, therefore, have become 
important areas of concerns for many organizations (Brud
ney and Brown 1990). Consequently, Bussell and Forbes 
(2002) suggest that many organizations are increasingly 
turning to marketing techniques to recruit and retain 
volunteers. 

To be able to effectively use marketing techniques to 
increase the effectiveness of recruiting activities, knowl
edge of individuals’ motivations to volunteer is necessary 
(Garver, Divine, and Spralls 2009). If individuals’ moti
vations to volunteer are known, recruitment activities can 
be structured to appeal to these motivations (McCurley 
2005). Increased knowledge of individuals, then, has the 
potential to aid in recruiting new volunteers (Wymer 
1998). In response, Clary and his associates (1998) iden
tified six motives for volunteering; (1) developing and 
enhancing one’s career (career), (2) enhancing and en
riching personal development (esteem), (3) conforming 
to the norms of, or establishing norms for, significant 
others (social), (4) escaping from negative feelings (pro
tective), (5) learning new skills and practicing underuti
lized abilities (understanding), and (6) expressing values 
related to altruistic beliefs (value). 

Volunteering by Members of Generation Y 

As discussed in the introduction, the motivations of 
young adults (members of Generation Y) to volunteer 
appear to warrant particular attention. Members of Gener
ation Y tend to be active volunteers (Wright 2000). 
“Ninety-five percent indicate that spending time volun
teering or helping people is very or somewhat important. 
Fifty percent actively participate in volunteer work in 
their communities” (Nucifora 2001, p. 2). Consequently, 
young adults may be a prime target for human-service 
agencies and nonprofit organizations seeking volunteers 
(Shields 2009). The motivations of young adults to volun
teer, therefore, appear to be an especially important area 
of study. 

The involvement of members of Generation Y in 
volunteering appears to originate from characteristics 
unique to that generation. Members of Generation Y, for 
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instance, tend to be much more community oriented than 
previous generations (Baldwin 2002). Furthermore, their 
quest for a better life is not materialistically or individually 
based, but instead is focused on improving overall society 
(Sutherland and Thompson 2003). Young adults possess 
the abilities to act upon their desires. Unlike members of 
Generation X, members of Generation Y are positive and 
upbeat about their abilities to beneficially affect society 
(Greene 2003). They are also action-oriented and possess 
the will to “get things done” (Zemke, Raines, and Filipczak 
2000). Moreover, members of Generation Y possess the 
social prerequisites to successful volunteering, preferring 
to work with others (Sutherland and Thompson 2003) and 
preferring to work “within the system” (Zemke, Raines, 
and Filipczak 2000). 

Level of education appears to significantly affect the 
involvement of members of Generation Y in volunteering 
activities. Young adults attending higher education vol
unteer at a rate twice that of those who do not (Boraas 
2003). This difference does not appear to be merely an 
artifact of being enrolled in college. The higher involve
ment of members of Generation Y in volunteering is a 
trend that continues after graduation from college (Oesterle, 
Johnson, and Mortimer 2004). Bekkers (2005) and Davis-
Smith (1999) report consistent results, observing strong 
positive relationships between the level that one ceases 
education and the extent of volunteering activities. Con
sequently, it is no surprise that recent college graduates 
volunteer at twice the rate of high school graduates and 
four times that of high school dropouts (Boraas 2003). 

The service-learning activities performed by stu
dents likely represent one factor which leads to the posi
tive relationship between education and volunteering. 
Individuals who have been attending a school which 
encourages community service (such as the activities 
associated with service learning) are much more likely to 
become involved in volunteering (Sundeen and Raskoff 
1994). Similarly, Briggs, Landry, and Wood (2007) and 
Tomkovick et al. (2008) observed that individuals 
involved in volunteering during their youth are likely to 
continue to volunteer as an adult. 

Involvement in service learning may provide stu
dents with the means for volunteering. As students partic
ipate in service learning, they are exposed to the needs 
existing in society, and they are exposed to ways that these 
needs can be addressed through volunteerism. Oesterle, 
Johnson, and Mortimer (2004) and Tomkovick et al. 
(2008), for instance, note a connection between students’ 
collegiate experiences and their life-long approach to 
social issues. Furthermore, education, particularly when it 
involves service learning, provides greater opportunities 
to become socially integrated, leading to greater involve
ment in associations and other groups (Sundeen, Raskoff, 
and Garcia 2007). This social integration provides “ports 

of entry” to volunteering behavior (Sundeen and Raskoff 
2000). Indeed, students who become personally involved 
in the needs of society during their collegiate education 
tend to remain involved in society throughout the remain
der of their lives (Oesterle, Johnson, and Mortimer 2004). 

Moreover, Tomkovick et al. (2008) note the positive 
affect of service learning on future volunteering. Specif
ically, they observed a positive relationship between 
students’ perceptions of the benefits provided by service 
learning and future volunteering activity. Hence, it is 
logical to expect that positive relationships exist between 
the benefits students perceive they receive from service 
learning and their motivations to volunteer. 

THE STUDY 

Due to the importance of volunteers to the ability of 
many nonprofit organizations to carry out their missions, 
Sargeant (2005) suggests that few topics are as important 
to nonprofit organizations as effective volunteer pro
grams. Similarly, Govekar and Govekar (2002) stress the 
value of knowing what motivates individuals to pursue 
volunteering activity. The objective of this study is to 
begin to examine the relationship between the benefits 
students perceive they receive from their involvement in 
service learning and their motivations to volunteer. 

Given the above discussion, the following hypothesis 
seems appropriate: 

H:	 Positive relationships exist between the benefits 
members of Generation Y perceive that they 
receive from participating in service-learning 
activities and their motivations to volunteer. 

Although each of the benefits that members of Gen
eration Y perceive they receive from participating in 
service learning (practical skills, interpersonal skills, cit
izenship, and personal responsibility) is hypothesized to 
positively relate to each of the motivations to volunteer 
(career, esteem, social, protective, understanding, and 
value), it is unlikely that the strength of the relationships 
will be equal. Specifically each of the benefits perceived 
from service learning can be expected to more strongly 
correlate with those motivations to volunteer to which 
they most closely relate. Due to the lack of direct pertinent 
research, however, the differences can only be deduced at 
this point. 

Since critical thinking and application skills (practi
cal skills) are important to developing and enhancing 
one’s career (career) and to learning new skills (under
standing), the following hypothesis is appropriate. 

Ha: Stronger relationships exist between the practi
cal skills that members of Generation Y perceive 
they receive from service learning and the career 
and understanding motivations to volunteer. 

Since ability to communicate and work with others 
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(interpersonal skills) is important to enhancing and 
enriching personal development (esteem) and to 
conforming to the norms, or establishing norms for, 
significant others (social), the following hypothesis seems 
appropriate. 

Hb: Stronger relationships exist between the inter
personal skills that members of Generation Y 
perceive they receive from service learning and 
the esteem and social motivations to volunteer. 

Since social responsibility and making a difference 
(citizenship) is important to expressing values related to 
altruistic beliefs (value), the following hypothesis seems 
appropriate. 

Hc: A stronger relationship exists between the citi
zenship benefits that members of Generation Y 
perceive they receive from service learning and 
the value motivation to volunteer. 

Finally, trustworthiness and sensitivity to the needs 
of others (personal responsibility) is important to express
ing values related to altruistic beliefs (value), the follow
ing hypothesis seems appropriate. 

Hd: A stronger relationship exists between the per
sonal responsibility that benefits members of 
Generation Y perceive they receive from service 
learning and the value motivation to volunteer.

      Ha  

Hb  

Hb  

Ha

      Hc

     Hd  

Critical Thinking and 
Application Skills 
(Practical Skills) 

Ability to Communicate and 
Work with Others 

(Interpersonal Skills) 

Social Responsibility and 
Making a Difference 

(Citizenship) 

Trustworthiness and Sensitivity 
to the Needs of Others 

(Personal Responsibility) 

Developing and Enhancing One’s 
Career 

(Career) 

Enhancing and Enriching Personal 
Development 

(Esteem) 

Conforming to the Norms of 
Significant Others 

(Social) 

Escaping from 
Negative Feelings 

(Protective) 

Learning New Skills and 
Practicing Underutilized Abilities 

(Understanding) 

Expressing Values Related to 
Altruistic Beliefs 

(Value) 

Benefits from Service Learning Motivations to Volunteer 

FIGURE 1 
GRAPHICALLY DISPLAYS HYPOTHESES HA-HD. 
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METHODOLOGY 

Sample 

Given the propensity of members of Generation Y to 
participate in volunteering and the role that higher educa
tion appears to play in further increasing this propensity, 
the sample was comprised of members of Generation Y 
pursuing higher education in colleges and universities. 
Questionnaires were distributed to students enrolled in 
marketing courses at five colleges and universities repre
senting different philosophical/religious approaches to 
education to include a broad cross-section of business 
students. Business students were the target of this study 
since they are able to bring unique skills and knowledge 
(e.g., strategic management, human resources, and mar
keting skills) to nonprofit organizations which many non-
profits lack. The resulting sample was comprised of 480 
responses. The questionnaires were distributed in class
room settings. 

Instruments 

Several scales have been developed to assess the 
benefits students receive from service learning. Most, 
however, measure only a particular possible effect of 
service learning, such as the Scale of Service Learning 
(Olney and Grande 1995) designed to measure the 
development of students’ sense of responsibility, the 
Community Service Self-Efficacy Scale (Reeb et al. 1998) 
designed to measure students’ confidence in their ability 
to make significant contributions to the community through 
service, and the Civic Attitudes and Skills Questionnaire 
(Moely et al. 2002) designed to measure civic attitudes 
and skills that might be affected by participation in service 
learning. In response to a call by Rama, et al. (2000) for the 
development of a valid instrument to identify and measure 
the various benefits provided by participating in service 
learning, Toncar et al. (2006) developed the SELEB 
(SErvice LEarning Benefit) scale to do just that. 

The SELEB scale consists of 12 items representing 
four underlying dimensions or benefits: critical thinking 
and application skills (practical skills), ability to commu
nicate and work with others (interpersonal skills), social 
responsibility and making a difference (citizenship), and 
trustworthiness and sensitivity to the needs of others 
(personal responsibility). The scale appears to be valid 
and reliable. The scale was developed via a three-study 
investigation with particular attention placed on develop
ing a scale displaying validity. The SELEB scale is appro
priate for use in this situation even though the students 
were not necessarily involved in service learning in the 
classes from which their participation was obtained. This 
is consistent with the use of the instrument by the scale’s 
originators (Toncar et al. 2006). Given the widespread use 
of service learning in education today, it is safe to assume 

that collegiate students are and/or have been involved in 
service learning. 

The preferred method to measure individuals’ moti
vation to volunteer has also been determined to be via a 
self-report measure. Consequently, various likert-scale 
measures have been developed to examine individuals’ 
motivation to volunteer from a functional perspective, 
including one-factor (Cnaan and Goldberg-Glenn 1991), 
two-factor (Frisch and Gerrard 1981), and six-factor 
(Clary, Snyder, and Ridge 1992) models. Scales devel
oped to measure individuals’ motivation to volunteer 
based on one-factor models and on two-factor models, 
however, have displayed significant shortcomings (Okun, 
Barr, and Herzog 1998). The most commonly used scale 
to measure individuals’ motivations to volunteer is the 
Volunteer Functions Inventory (VFI) (Clary, et al. 1998). 
The VFI measures six motives for volunteering (listed 
earlier). The VFI scale appears to be a valid instrument. 
Evidence suggests that the scale is reliable; coefficient 
alphas are typically above .80 (Clary, Snyder, and Ridge 
1992) with test-retest correlations of .64 to .78 (Clary et al. 
1998). Evidence also suggests that the scale possesses 
construct and criterion validity (Allison, Okun, and 
Dutridge 2002; Clary et al. 1998). Allison, Okun, and 
Dutridge (2002) observed that responses to the VFI scale 
are strongly correlated with volunteering activity. The 
final scale consists of 30 items measured on seven-point 
scales. Each of the six motivations for volunteering is 
assessed by five of the items. The score for each motiva
tion represents the relative importance of that motivation 
to the individual (Clary, Snyder, and Ridge 1992). 

Analysis 

The primary hypothesis was tested via correlation 
analysis. 

Confusion exists regarding the appropriate technique 
to use to compare correlated correlation coefficients (Hypo
theses Ha through Hd). Although Hotelling’s t-test 
(Hotelling 1940) is the most frequently used technique to 
compare correlated correlation coefficients, it is consid
ered by some to possesses deficiencies viewed as fatal 
(e.g., Meng, Rosenthal, and Rubin 1992; Steiger 1980; 
Williams 1959). In response, Dunn and Clark’s (1969) 
Fisher z transformation has been suggested as an alterna
tive approach – an approach which Meng, Rosenthal, and 
Rubin (1992), Neill and Dunn (1975), and Steiger (1980) 
have demonstrated to be superior to Hotelling’s t-test. The 
Fisher z transformation, therefore, was used. 

RESULTS 

The results of correlation analyses among the factors 
of each of the scales are displayed in Table 1. Significant 
(at the .05 level) positive relationships in support of the 
Hypothesis were observed for 21 of the 24 relationships. 
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TABLE 1 
RELATIONSHIP BETWEEN SERVICE LEARNING BENEFITS 

AND VOLUNTEERING MOTIVATIONS 

Service Learning Benefits 

Personal 
Practical Skills Interpersonal Skills Citizenship Responsibility 

Career .220 .224 .285 .277 
.000 .000 .000 .000 

Esteem .189 .225 .326 .229 
.000 .000 .000 .000 

Social .119 .207 .340 .115 
.005 .000 .000 .007 

Protective .044 .062 .277 .081 
.309 .150 .000 .060 

Understanding .224 .263 .410 .219 
.000 .000 .000 .000 

Value .238 .253 .462 .261 
.000 .000 .000 .000 

The top numbers represent the correlation coefficients and the bottom numbers represent the level of 
significance. 
Significant (p < .05) relationships are indicated in bold. 

Each of the three relationships for which significant 
positive relationships were not observed involved the 
protective factor of the motivation to volunteer scale. The 
protective factor of the motivation to volunteer scale 
represents a quality different from the other factors. Unlike 
the other factors, the protective quality motivation to 
volunteer represents a motivation not based on others or 
on skill development. Instead, it represents a motivation to 
volunteer in an attempt to escape from negative feelings. 

Additional analysis sheds light on the relationships 
observed. When Hypothesis Ha was examined, the rela
tionship between the practical skills service learning ben
efit and the career motivation to volunteer was observed 
to be significantly (at the .05 level) stronger than the 
relationships involving the social and protective motiva
tions to volunteer (see Table 2). A significant (at the .05 
level) difference was not observed for the esteem and 
value motivations to volunteer. Similar results were ob
served for the relationship between the practical skills 
service learning benefit and the understanding motivation 
to volunteer – the relationship involving the understand
ing motivation was observed to be significantly (at the .05 

level) stronger than the relationships involving the social 
and protective motivations to volunteer, but significant (at 
the .05 level) differences were not observed for the esteem 
and value motivations to volunteer. The results suggest 
that the relationships between the practical skills service 
learning benefit and the career, esteem, understanding, 
and value motivations to volunteer are stronger than the 
relationships involving the social and protective motiva
tions. Hence, partial supporting evidence was observed 
for Hypothesis Ha – the relationships involving the career 
and understanding motivations are significantly stronger 
than those involving the social and protective motiva
tions, but not the esteem and value motivations. 

When Hypothesis Hb was examined, the relationship 
between the interpersonal skills service learning benefit 
and the esteem motivation to volunteer was observed to be 
significantly (at the .05 level) stronger than the relation
ships involving the protective motivation to volunteer, but 
not the career, understanding, or value motivations (see 
Table 3). Similar results were observed for the relation
ship between the interpersonal skills service learning 
benefit and the social motivation to volunteer – the rela-
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TABLE 2 
COMPARING CORRELATION COEFFICIENTS – PRACTICAL 

SKILLS SERVICE LEARNING BENEFIT 

Motivation to 
Volunteer 1 2 3 4 5 6 

Career (1) ––– 

Esteem (2) .736 ––– 
.231 

Social (3) 2.054 1.567 ––– 
.020 .059 

Protective (4) 3.554 4.121 1.856 ––– 
.000 .000 .032 

Understanding (5) .087 1.059 2.455 4.518 ––– 
.465 .145 .007 .000 

Value (6) 1.198 1.101 2.555 4.134 .355 
.116 .136 .005 .000 .361 

––– 

The top numbers represent the coefficients and the bottom numbers represent the level of significance. 
Significant (p < .05) relationships are indicated in bold. 

TABLE 3 
COMPARING CORRELATION COEFFICIENTS – INTERPERSONAL SKILLS 

SERVICE LEARNING BENEFIT 

Motivation to 
Volunteer 1 2 3 4 5 6 

Career (1) ––– 

Esteem (2) -.024 ––– 
.490 

Social (3) -.350 -.409 ––– 
.363 .341 

Protective (4) -3.211 -4.662 3.660 ––– 
.001 .000 .000 

Understanding (5) .884 .966 -1.328 -5.099 ––– 
.189 .167 .092 .00 

Value (6) .581 .632 1.001 4.085 -.256 
.281 .264 .159 .000 .399 

––– 

The top numbers represent the coefficients and the bottom numbers represent the level of significance. 
Significant (p < .05) relationships are indicated in bold. 

Journal for Advancement of Marketing Education – Volume 18, Summer 2011 17 



tionship involving the social motivation was observed to 
be significantly (at the .05 level) stronger than the rela
tionships involving the protective motivation to volun
teer, but not the career, understanding, or value motiva
tions. Hence, little supporting evidence was observed for 
Hypothesis Hb – the relationships involving the esteem 
and social motivations are significantly stronger than 
those involving the protective motivation, but not those 
involving the career, understanding, and value motiva
tions. 

When Hypothesis Hc was examined, the relationship 
between the citizenship service learning benefit and the 
value motivation to volunteer was observed to be signif
icantly (at the .05 level) stronger for the relationships 
involving the career, social, and protective motivations to 
volunteer, but not for the understanding and esteem 
motivations (see Table 4). Hence, partial supporting evi
dence was observed for Hypothesis Hc – the relationship 
involving the value motivation is significantly stronger 
than those involving the esteem and understanding moti
vations, but not for the career, social or protective motiva
tions. 

Finally, when Hypothesis Hd was examined, the 
relationship between the personal responsibility service 
learning benefit and the value motivation to volunteer was 
observed to be significantly (at the .05 level) stronger than 
the relationships involving the social and protective 

motivations to volunteer, but not for the career, esteem, 
and understanding motivations (see Table 5). Hence, 
partial supporting evidence was observed for Hypothesis 
Hd – the relationship involving the value motivation is 
significantly stronger than those involving the social and 
protective motivations, but not for career, esteem, or 
understanding motivations. 

DISCUSSION 

Service learning is consistent with the societal mis
sions of many colleges and universities (Easterling and 
Rudell 1997). In response to calls by Boyer (1994) for 
colleges and universities to return to their historical com
mitment to service and to address the weaknesses identi
fied in collegiate business education (Angelidis, Tomic, 
and Ibrahim 2004; Candy and Crebert 1991), service 
learning has become an integral component of the educa
tion of many students, including those in colleges of 
business (Helm-Stevens and Griego 2009). Service learn
ing appears to directly address many of the shortcomings 
identified in business school education while providing 
students with the skills necessary for a lifetime of service, 
including volunteering. 

Furthermore, increasing numbers of businesses are 
expecting their employees to become involved in volun
teering activities in their communities (Tomkovick et al. 

TABLE 4
 
COMPARING CORRELATION COEFFICIENTS – CITIZENSHIP
 

SERVICE LEARNING BENEFIT
 

Motivation to 
Volunteer 1 2 3 4 5 6 

Career (1) ––– 

Esteem (2) -1.010 
.157 

––– 

Social (3) 1.184 
.119 

.344 

.366 
––– 

Protective (4) -.169 
.439 

-1.510 
.066 

1.671 
.048 

––– 

Understanding (5) 2.922 
.002 

2.268 
.012 

-1.779 
.038 

-3.565 
.000 

––– 

Value (6) 3.887 
.000 

1.210 
.113 

2.929 
.002 

4.477 
.000 

1.361 
.087 

––– 

The top numbers represent the coefficients and the bottom numbers represent the level of significance. 
Significant (p < .05) relationships are indicated in bold. 
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TABLE 5 
COMPARING CORRELATION COEFFICIENTS – PERSONAL RESPONSIBILITY 

SERVICE LEARNING BENEFIT 

Motivation to 
Volunteer 1 2 3 4 5 6 

Career (1) ––– 

Esteem (2) 1.157 ––– 
.124 

Social (3) - 3.347 -2.585 ––– 
.000 .005 

Protective (4) -4.016 -4.237 .848 ––– 
.000 .000 .198 

Understanding (5) – 1.291 -.252 -2.672 -3.440 ––– 
.099 .401 .004 .000 

Value (6) – .325 .726 3.158 3.857 1.071 
.373 .234 .001 .000 .142 

––– 

The top numbers represent the coefficients and the bottom numbers represent the level of significance. 
Significant (p < .05) relationships are indicated in bold. 

2008). Recognizing the value of strong communities, 
involved employees, and good corporate citizenship, many 
companies expect involvement by their employees in 
their communities. Indeed, several businesses are using 
community involvement and volunteering activity as cri
teria to assess potential new employees. The apparent 
connection between benefits perceived from service learn
ing activities and motivations to volunteer indicates that 
service learning viewed as beneficial by students may lead 
to increased motivations to volunteer which, in turn, may 
lead to increased volunteerism. An assessment of the 
benefits that potential new young hires perceive they 
receive from their involvement in service learning, there
fore, may provide recruiters with additional insight into 
the possible future volunteering activity of potential hires. 

If corroborated by further research, the findings 
present an optimistic view of the future of volunteering. 
Since most students perceive that service learning is 
beneficial and see value in service learning pedagogy to 
their education (Wilson 2008), this study suggests that 
service learning may be preparing students for future 
volunteering. 

A closer look into the relationships between the four 
types of benefits that students perceive that they receive 
from service learning and the six motivations to volunteer 
indicate that the relationships are more complex than that 

initially hypothesized. Although some evidence exists 
which suggests that the relationships between the service 
learning benefit factors and the motivations to volunteer 
which would seem to be logical given their natures (such 
as the relatively strong relationship observed between the 
practical skills service learning benefit and the under
standing motivation to volunteer) are stronger than the 
relationships between the other service learning benefits 
and motivations to volunteer, such “logical” differences 
in relationship strength do not appear to universal. Instead, 
it appears that the pattern of the strength of the relation
ships is not as clear as they would seem to be. 

Implications 

The results may provide beneficial insight for non
profit organizations wishing to recruit and retain young 
adults as volunteers. First, the results suggest that there is 
a relationship between the benefits that students perceive 
they receive from their involvement in service learning 
and their motivation to volunteer. Hence, young adults 
who perceive that their service learning activities were 
particularly beneficial may be particularly motivated to 
volunteering and may, as a result, form a particularly 
attractive pool to attract new volunteers. Contrarily, young 
adults who perceive that their service learning activities 
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were not particularly beneficial may be less motivated to 
volunteer and hence, may not be as effective of a group to 
target as potential volunteers. 

Furthermore, the results suggest that there are 
differences in the relationships between the various benefits 
that students perceive they receive from service learning 
and the various motivations to volunteer. If corroborated 
by further research, this finding suggests that nonprofit 
organizations may be able to target potential volunteers by 
examining the specific benefits they perceive they received 
from participating in service learning and focusing on 
recruiting the potential volunteers whose benefits they 
received from participating in service learning most closely 
corresponds to the motivations to volunteer that their 
opportunities meet. On the other hand, nonprofit organ
izations may be able to use this information to adapt 
volunteer positions to best correspond to the volunteering 
motivations of potential volunteers. 

The results also suggest that marketing professors 
may potentially affect the future volunteering propen
sities of their students. Specifically, the results suggest 
that marketing professors may be able to structure service 
learning opportunities for their students to directly address 

the benefits which students perceive that they receive 
from the opportunities. Will such actions affect the level 
of benefits students perceive they receive? Will a change 
in perceptions affect their propensities to volunteer? 
Unfortunately, these questions have not yet been examined. 

Limitations 

The study possesses several limitations which may 
limit the generalizability of the findings. The sample, for 
instance, was comprised solely of marketing students in 
the U.S. The generalizability of the findings to students 
pursuing other majors or pursuing marketing education in 
other countries is unknown. Furthermore, the various 
service learning experiences encountered by students 
were not assessed. Hence, whether the relationships 
between the benefits perceived by students from service 
learning and their motivations to volunteer are affected by 
the types of service learning activities encountered was 
not examined. Finally, although the direction of causality 
is assumed to flow from benefits from service learning 
activities to motivations to volunteer, the methodology 
used cannot examine the direction of causality. 

REFERENCES 

Allison, Lora, Morris A. Okun, and Kathy S. Dutridge 
(2002), “Assessing Volunteer Motives: A Comparison 
of Open-Ended Probe and Likert Rating Scales,” 
Journal of Community and Applied Social Psychology, 
12 (July/August), 243–55. 

Angelidis, John, Igor Tomic, and Nabil Ibrahim (2004), 
“Service Learning Projects Enhance Student Learn
ing in Strategic Management Courses,” Review of 
Business, 25 (Spring), 32–36. 

Astin, Alexander W. and Linda J. Sax (1998), How 
Volunteer Service Benefits College Students. Los 
Angeles: Higher Education Research Institute, UCLA 
Graduate School of Education and Information 
Studies. 

Baldwin, Robert C. (2002), “Mandatory Voluntarism?” 
The Fortnightly Club of Redlands, CA. [http:// 
www.redlandsfortnightly.org/baldwin02.htm]]. 
Accessed July 23, 2009. 

Batchelder, Thomas and Susan Root (1994), “Effects of 
an Undergraduate Program to Integrate Academic 
Learning and Service: Cognitive, Prosocial Cogni
tive, and Identity Outcomes,” Journal of Adoles-
cence, 17 (4), 341–55. 

Bekkers, Rene (2005), “Participation in Voluntary 
Associations: Relations with Resources, Personality, 
and Political Values,” Political Psychology, 26 (3), 
439–54. 

Berson, Judith W. and William F. Younkin (1998), “Doing 

Well by Doing Good: A Study of the Effects of a 
Service Learning Experience on Student Success,” 
American Society of Higher Education, Miami, FL, 
100–10. 

Bhagat, Parimal S. and Irfan Ahmed (2000), “Community 
Based Service Learning Pedagogy in the Marketing 
Curriculum,” Villanova PA: Villanova University. 

Boraas, Stephanie (2003), “Volunteering in the United 
States,” Monthly Labor Review, 126 (August), 3–11. 

Boyer, Ernest (1994), “Creating the New American Col
lege,” The Chronicle of Higher Education, (March 9), 
A48. 

Bransford, John D. and Nancy J. Vye (1989), “A Perspec
tive on Cognitive Research and Its Implications for 
Instruction,” in Toward the Thinking Curriculum: 
Current Cognitive Research, Lauren Resnick and 
Leonald E. Klopfer, eds. Alexandria VA: Associa
tion for Supervision and Curriculum Development, 
175-205. 

Briggs, Elten, Tim Landry, and Charles Wood (2007), 
“Beyond Just Being There: An Examination of the 
Impact of Attitudes, Materialism, and Self-Esteem 
on the Quality of Helping Behavior in Youth Volun
teers,” Journal of Nonprofit & Public Sector Market-
ing, 18 (July), 27–45. 

Bringle, Robert G. and Julie A. Hatcher (2000), “Assess
ment: Meaningful Measurement of Theory-Based 
Service Learning Outcomes,” Michigan Journal of 
Community Service Learning, (Fall), 68–75. 

____________ and ____________ (2003), “Reflection 

Journal for Advancement of Marketing Education – Volume 18, Summer 2011 20 

www.redlandsfortnightly.org/baldwin02.htm


in Service Learning: Making Meaning of Experi
ence,” in Introduction to Service Learning Toolkit: 
Readings and Resources for Faculty, Steven Jones, 
ed. Providence, RI: Campus Compact. 

____________, Mindy A. Phillips, and Michael Hudson 
(2004), The Measure of Service Learning: Research 
Scales to Assess Student Experiences. Washington 
DC: American Psychological Association. 

Brudney, Jeffrey L. and Mary M. Brown (1990), “Train
ing in Volunteer Administration: Assessing the Needs 
of the Field,” Journal of Volunteer Administration, 9 
(Fall), 21–28. 

Bussell, Helen and Deborah Forbes (2002), “Understand
ing the Volunteer Market: The What, Where, Who 
and Why of Volunteering,” International Journal of 
Voluntary Sector Marketing, 7 (3), 244–57. 

Candy, Philip and R. Gay Crebert (1991), “Ivory Tower to 
Concrete Jungle,” Journal of Higher Education, 62 
(September), 570–92. 

Chupp, Mark G. and Mark L. Joseph (2010), “Getting the 
Most Out of Service Learning: Maximizing Student, 
University and Community Impact,” Journal of Com-
munity Practice, 18 (2/3), 190–212. 

Clary, E. Gil, Mark Snyder, and Robert Ridge (1992), 
“Volunteers’ Motivations: A Functional Strategy for 
the Recruitment, Placement, and Retention of Volun
teers,” Nonprofit Management and Leadership,  2 
(Summer), 333–50. 

____________, ____________, ____________, John 
Copeland, Arthur A. Stukas, Julie Haugen, and Peter 
Miene (1998), “Understanding and Assessing the 
Motivations of Volunteers: A Functional Approach,” 
Journal of Personality and Social Psychology, 74 
(June), 1516–30. 

Cnaan, Ram and Robin S. Goldberg-Glen (1991), “Mea
suring Motivation to Volunteer in Human Services,” 
Journal of Applied Behavioral Science, 27 (3), 269– 
84. 

Conway, James M., Elise L Amel, and Daniel P. Gerwien 
(2009), “Teaching and Learning in the Social Con
text: A Meta-Analysis of Service Learning’s Effects 
on Academic, Personal, Social, and Citizenship Out
comes,” Teaching of Psychology, 36 (4), 233–45 

Davis-Smith, J. (1999), “Poor Marketing or the Decline of 
Altruism? Young People and Volunteering in the 
United Kingdom,” International Journal of Non-
profit and Voluntary Sector Marketing, 4 (4), 372– 
77. 

Dewey John (1941), Democracy and Education. New 
York: Macmillan. 

Dunn, Olive Jean and Virgina A. Clark (1969), “Correlation 
Coefficients Measured on the Same Individuals,” 
Journal of the American Statistical Association, 64 
(March), 366–77. 

Easterling, Debbie and Fredica Rudell (1997), “Ratio
nale, Benefits, and Methods of Service Learning in 

Marketing Education,” Journal of Education for 
Business, 73 (September/October), 58–61. 

Eyler, Janet S., Dwight E. Giles, Christine M. Stenson, 
and Charlene J. Gray (2001), At a Glance: What We 
Know about the Effects of Service Learning on Col-
lege Students, Faculty, Institutions, and Communi-
ties, 1993–2000, 3rd ed. New York: Corporation for 
Natural Science. 

Eyler, Janet S. and Dwight E. Giles (1999), Where’s the 
Learning in Service Learning? San Francisco: Josey 
Bass. 

Farazmand, Farideh A., Robert D. Green, and Philip 
Miller (2010), “Creating Lifelong Learning Through 
Service-Learning,” Business Education & Accredi-
tation, 2 (1), 1–14. 

Farrell, Elizabeth F. (2006), “More College Students are 
Volunteering,” Chronicle of Higher Education, 53 
(October 17), A40. 

Fegenbush, Kristofer (2001), “Generation X and Y: New 
Missionaries Step Forward,” Latin American Evan-
gelist: A News Magazine of Latin America Mission, 
[www.lam.org/lae0011/generation.html. Accessed 
July 23, 2009]. 

Fertman, Carl I. (1994), Service Learning for All Students. 
Bloomington, IN: Phi Delta Kappa Educational Foun
dation. 

Freire, Paulo (1998), “Pedagogy of the Oppressed,” in 
The Paulo Freire Reader, Ana Marie Araujo-Freire 
and Donaldo P. Macedo, eds. New York: Continuum 
Press, 45–79. 

Frisch, Michael B. and Meg Gerrard (1981), “Natural 
Helping Systems: A Survey of Red Cross Volun
teers,” American Journal of Community Psychology, 
9 (5), 567–79. 

Garver, Michael S., Richard L. Divine, and Samuel A. 
Spralls (2009), “Segmentation Analysis of the Vol
unteering Preferences of University Students,” Jour-
nal of Nonprofit & Public Sector Marketing, 21 (1), 
1–23. 

Gelmon, Sherril B., Barbara A. Holland, Amy Driscoll, 
Amy Spring, and Seanna Kerrigan (2001), Assessing 
Service-Learning and Civic Engagement: Principles 
and Techniques. Providence RI: Campus Compact. 

Giles, Dwight, Ellen P. Honnet, and Sally Miglione, eds. 
(1991), Research Agenda for Combining Service and 
Learning in the 1990s. Raleigh NC: NSIEE. 

Govekar, Paul L. and Michele A. Govekar (2002), “Using 
Economic Theory and Research to Better Understand 
Volunteer Behavior,” Nonprofit Management and 
Leadership, 13 (1), 33–48. 

Greene, Elizabeth (2003), “Connecting with Generation 
Y,” Chronicle of Philanthropy, 15 (19), 31–33. 

Guyton, Edith (2000), “Social Justice in Teacher Educa
tion,” The Educational Forum, 64 (Winter), 108–14. 

Haski-Leventhal, Debbie, Ram A. Cnaan, Fermida Handy, 
Jeffrey Brudney, Kristen Holmes, Lesley Hustinx 

Journal for Advancement of Marketing Education – Volume 18, Summer 2011 21 

www.lam.org/lae0011/generation.html


et al. (2008), “Students’ Vocational Choices and 
Voluntary Action: A 12-Nation Study,” Voluntas: 
The International Journal of Voluntary & Nonprofit 
Organizations, 19 (March), 1–21. 

Helm-Stevens, Roxanne and Orlando V. Griego (2009), 
“An Empirical Assessment of Service Learning in 
Business Courses,” Interbeing, 3 (Spring/Summer), 
45–53. 

Hotelling, Harold (1940), “The Selection of Variates for 
Use in Prediction, with Some Comments on the 
General Problem of Nuisance Parameters,” Annals of 
Mathematical Statistics, 11 (September), 271–83. 

Jacoby, Barbara (1996), “Service Learning in Today’s 
Higher Education,” in Service Learning in Higher 
Education: Concepts and Practices, Barbara Jacoby, 
ed. San Francisco: Jossey-Bass, 3–25 

Johnson, Timothy C. (2000), “The Case for Service Learn
ing in Marketing Education,” in Proceedings of the 
Fall Educator’s Conference. St. Louis: Marketing 
Management Association, 16–18. 

Kaye, Cathryn Berger (2004), The Complete Guide to 
Service Learning: Proven Practical Ways to Engage 
Students in Civic Responsibility, Academic Curricu-
lum and Social Action. Minneapolis: Free Spirit. 

Kenworthy-U’Ren, Amy (2008), “A Decade of Service-
Learning: A Review of the Field Ten Years After 
JOBE’s Seminal Special Issue,” Journal of Business 
Ethics, 81 (September), 811–22. 

Kupiec, Tamar Y. (1993), “Introduction,” in Rethinking 
Tradition: Integrating Service with Academic Study 
on College Campuses, Tamar Y. Kupiec, ed. Provi
dence, RI: Campus Compact. 

McCarthy, Anne M. and Mary L. Tucker (1999), “Stu
dents’ Attitudes Toward Service Learning: Implica
tions for Implementation,” Journal of Management 
Education, 23 (October), 554–73. 

McCurley, Stephen (2005), “Keeping the Community 
Involved: Recruiting and Retaining Volunteers,” in 
The Jossey-Bass Handbook of Nonprofit Leadership 
and Management, Robert D. Herman and Associates, 
eds. San Francisco: Jossey-Bass, 587–622. 

Meng, Xiao–Li., Robert Rosenthal, and Donald B. Rubin 
(1992), “Comparing Correlated Correlation Coeffi
cients,” Psychological Bulletin, 111 (January), 172– 
75. 

Moely, Barbara E., Sterett H. Mercer, Vincent Ilustre, 
Devi Miron, and Megan McFarland (2002), “Psy
chometric Properties and Correlates of the Civic 
Attitudes and Skills Questionnaire (CASQ): A Mea
sure of Students’ Attitudes Related to Service Learn
ing,” Michigan Journal of Community Service Learn-
ing, 9 (Spring), 1–11. 

Munter, Judith (2002), “Linking Community and Class
room in Higher Education: Service Learning and 
Student Empowerment,” Journal of Nonprofit & 
Public Sector Marketing, 10 (2), 151–64. 

Neill, John J. and Olive Jean Dunn (1975), “Equality of 
Dependent Correlation Coefficients,” Biometrics, 31 
(June), 531–43. 

Nucifora, Al (November 26, 2001), “Marketers, Ad Firms’ 
Survey Shows that Gen Y no Gen X,” Alaska Journal 
of Commerce, [www.alaskajournal.com/stories/ 
112601/vie_geny_nogenx.shtml]. Accessed July 23, 
2009. 

Oesterle, Sabrina, Monica Kirkpatrick Johnson, and Jeylan 
T. Mortimer (2004), “Volunteerism During the 
Transition to Adulthood: A Life Course,” Social 
Forces, 82 (3), 1123–49. 

Okun, Morris A., Alicia Barr, and A. Regula Herzog 
(1998), “Motivation to Volunteer by Older Adults: A 
Test of Competing Measurement Models,” Psychol-
ogy and Aging, 13 (4), 608–21. 

Olney, Cynthia A. and Steve E. Grande (1995), “Valida
tion of a Scale to Measure Development of Social 
Responsibility,” Michigan Journal of Community 
Service Learning, 2 (Fall), 43–53. 

Petkus, Ed (2000), “A Theoretical and Practical Frame
work for Service Learning in Marketing: Kolb’s 
Experiential Learning Cycle,” Journal of Marketing 
Education, 22 (April), 64–70. 

Rama, Dasaratha V., Sue P. Ravenscroft, Susan K. Wolcott, 
and Edward Zlotkowski (2000), “Service Learning 
Outcomes: Guidelines for Educators and 
Researchers,” Issues in Accounting Education, 15 
(4), 657–92. 

Raman, Pushkala and Kartik Pashupati (2002), “Turning 
Good Citizens into Even Better Ones: The Impact of 
Program Characteristics and Motivations on Service 
Learning Outcomes,” Journal of Nonprofit & Public 
Sector Marketing, 10 (2), 187–206. 

Reeb, Roger N., Ronald M. Katsuyama, Julie A. Sammon, 
and David S. Yoder (1998), “The Community Ser
vice Self–Efficacy Scale: Evidence of Reliability, 
Construct Validity, and Pragmatic Utility,” Michi-
gan Journal of Community Service Learning, 5 (Fall), 
48–57. 

Sargeant, Adrian (2005), Marketing Management for 
Nonprofit Organizations. New York: Oxford Uni
versity Press. 

Shields, Peggy O. (2009), “Young Adult Volunteers: 
Recruitment Appeals and Other Marketing Consid
erations,” Journal of Nonprofit & Public Sector 
Marketing, 21 (2), 139–59. 

Steiger, James. H. (1980), “Tests for Comparing Ele
ments of a Correlation Matrix,” Psychological Bulle-
tin, 87 (2), 245–51. 

Sundeen, Richard A. and Sally A. Raskoff (1994), “Vol
unteering among Teenagers in the United States,” 
Nonprofit and Voluntary Sector Quarterly, 23 (Win
ter), 383–403. 

____________ amd ____________ (2000), “Ports of 
Entry and Obstacles: Teenagers’ Access to Volunteer 

Journal for Advancement of Marketing Education – Volume 18, Summer 2011 22 

www.alaskajournal.com/stories


Activities,” Nonprofit Management & Leadership, 
11 (Winter), 179–96. 

____________, ____________, and M. Cristina Garcia 
(2007), “Differences in Perceived Barriers to Volun
teering to Formal Organizations,” Nonprofit Man-
agement & Leadership, 17 (Spring), 279–300. 

Sutherland, Anne and Beth Thompson (2003), Kidflu-
ence, New York: McGraw–Hill. 

Tomkovick, Chuck, Scott W. Lester, LaNette Flunker, 
and Theresa Wells (2008), “Linking Collegiate Ser
vice–Learning to Future Volunteerism: Implications 
for Nonprofit Organizations,” Nonprofit Manage-
ment and Leadership, 19 (Autumn), 3–26. 

Toncar, Mark F., Jane S. Reid, David J. Burns, Cynthia E. 
Anderson, and Hieu P. Nguyen (2006), “Uniform 
Assessment of the Benefits of Service Learning: The 
Development, Evaluation and Implementation of the 
SELEB Scale,” Journal of Marketing Theory and 
Practice, 14 (Summer), 233–48. 

Ver Beek, Kurt (2002), “International Service Learning: 
A Call to Caution,” in Commitment and Connection: 
Service Learning and Christian Higher Education, 
Gail Gunst Heffner and Claudia DeVries Beversluis, 
eds. Lanhan MD: University Press of America, 55–69 

Wilcox, Dennis L., G.T. Cameron, Phillip H. Ault, and 

Warren K. Agee (2004), Public Relations: Strategies 
and Tactics. Boston: Allyn & Bacon. 

Williams, E. J. (1959), “The Comparison of Regression 
Variables,” Journal of the Royal Statistical Society 
Series B, 21 (2), 396–99. 

Wilson, Mildred (2008), “Service Learning Benefits and 
Opportunities for Business Programs,” Business 
Education Digest, 17 (May), 54–64. 

Wright, Heather K. (2000), “Top 10 Reasons Gen Y 
Rules,” Youth Noise: The Sound of Change for Our 
Generation,” [www.youthnoise.com/site/CDA/ 
CDA_Page/)%2C1004%2C367%c00.html].  
Accessed July 23, 2009. 

Wymer, Walter W. (1998), “Youth Development Volun
teers: Their Motives, How They Differ from Other 
Volunteers and Correlates of Involvement Inten
sity,” Journal of Nonprofit and Voluntary Sector 
Marketing, 3 (4), 331–36. 

Zemke, Ron, Claire Raines, and Bob Filipczak (2000), 
Generations at Work: Managing the Clash of Veter-
ans, Boomers, Xers, and Nexters in Your Workplace. 
New York: American Management Association. 

Zlotkowski, Edward (1996), “Opportunity for All: Link
ing Service Learning and Business Education,” Jour-
nal of Business Ethics, 15 (January), 5–19. 

Journal for Advancement of Marketing Education – Volume 18, Summer 2011 23 

www.youthnoise.com/site/CDA


Copyright of Journal for Advancement of Marketing Education is the property of Marketing Management 

Journal and its content may not be copied or emailed to multiple sites or posted to a listserv without the 

copyright holder's express written permission. However, users may print, download, or email articles for 

individual use. 




